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—It may seem 


THE DEMISE OF THE 
CMI MARKETING BUREAU 
at we should 


feature on other pages of this issue the tremendous 
advertising-merchandising fall program of the CMI 
Marketing Bureau, and in the same breath announce 
that this Bureau will be discontinued come the end of 
the year. The truth of the matter, of course, is, that 
the fall program, already well underway, will have been 
completed before the Bureau closes its doors. 


The fact that this publication, for nearly 80 years 
now (4,120 issues), has encouraged and pleaded with 
the industry to pay more attention to the sales end of 
their business on almost an issue-to-issue basis, ex- 
plains in some measure why it is a painful duty for us 
to report the demise of the ‘Marketing Bureau. The 
Bureau, through the person of Hal Jaeger, has for the 
past 10 years, conducted an intensive and continuous 
program of education in the field of sales, sales pro- 
motion, and advertising. The program has not only 
been one of encouragement, but it has provided the 
actual tools, and it has indicated the specific oppor- 
tunities. 


The promotions outlined in this issue provide an 
excellent example of the coordinating abilities of the 
Marketing Bureau. In these there are 17 different 
agencies involved. When the details of salesmanship 
involved in an undertaking of this kind are considered 
even momentarily, the accomplishment becomes almost 
unbelievable. 


The Marketing Bureau was an outgrowth of the 
Advertising Division of the Can Manufacturers Insti- 
tute, formed to oversee the consumer advertising spon- 
sored jointly by the Steel and the Can companies. The 
Bureau’s first major contribution involved the promo- 
tion of the results of a research grant telling the superi- 
ority of canned foods in nutrition, economy, and avail- 
ability. The first showing of the film outlining the 
results took place at the Wisconsin Convention in No- 
vember 1948. Having become associated with the com- 
modity groups as the advertising division, it was a 
natural development that the Bureau should continue 
working with these groups in a merchandising capa- 
city. The result is history, and it is not our intention 
here to recount the accomplishments of the Bureau. 


THE CANNING TRADE October 2], 1957 


They are well known by those active in the industry 
these past ten years. 


Rather it would seem pertinent at this time to con- 
sider the impact of this rather sudden and startling 
announcement. Our guess is that the first reaction, 
before the heat has died down, will not be exactly 
favorable toward CMI and the individual can com- 
panies making up that organization. With the return 
of sober thinking, however, CMI and the individual 
companies will be awarded the recognition so richly 
deserved for this mighty ten-year contribution. And 
that would be true even if the dropping of the Market- 
ing Bureau signalled the end of all promotional activity 
by the can companies. This, of course, is definitely not 
the case. The reader will note particularly, though it 
encompasses only two lines of the announcement, that 
an appropriate public relations approach is planned. 
He is fully conversant, too, with the continuing adver- 
tising and merchandising program of the major can 
companies. 


There is, of course, also, a very good possibility that 
the Marketing Bureau pattern might well be continued 
with the same experienced personnel, but sponsored by 
canner groups themselves, in place of the Can Manu- 
facturers Institute. As is well known, Mr. Jaeger, is 
well established in business himself as a marketing 
consultant. At a meeting of Tri-State corn canners this 
past Friday, October 11, the group unanimously ex- 
pressed a willingness to support such a move. While 
their minds seemed somewhat open as to the actual case 
assessment it would be willing to subscribe, a resolu- 
tion calling for an assessment ranging from one-quar- 
ter to one-half cent per case, was approved, providing 
other areas would subscribe on the same basis to pro- 
vide the total necessary dollars. It was also suggested 
that pea and corn canners might combine their pro- 
motional operations, with the provision that a sepa- 
rate account be kept of the funds and expenditures. 
It is understood that a meeting will be held shortly in 
the Midwest to consider the advisability of this or other 
plans of promotion. 


The writer could talk about this subject at some 
length. Suffice it to say that it would be folly indeed 
if the proven brains, ability, and experience of this 
organization were lost to the industry. 
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SALES &PROMOTION 


Advertising By Three Steel Com- 
panies To Climax Multi-Product 


C. M. |. Fall Promotion 


Weirton, Kaiser and Wheeling Steel Corporation Join C. M. |. 
in Biggest Canned Foods Merchandising Drive 


Three major steel companies, two of 
them participating in CMI promotion for 
the first time, are providing heavy na- 
tional advertising support for CMI can- 
ned foods promotion this fall in national 
magazines and network TV. The canned 
foods that will receive the benefit of this 
unprecedented barrage of consumer ad- 
vertising are corn, tuna, pears, tomatoes, 
mushrooms, sardines, deviled ham, and 
King crab. 


BIGGEST CANNED FOODS “SELL” 
IN 10 YEARS 


In addition, heavy collateral retail 
merchandising activity is being carried 
on by a number of industry groups and 
individual manufacturers of _ related 
products who will not only provide re- 
tail manpower and _ point-of-sale ma- 
terials, but in many cases will provide 
additional consumer advertising in broad- 
casting and local print media. Probably 
never before in its 10 years history has 
the CMI Marketing Bureau built up such 
a concentration of promotion and ad- 
vertising power to move canned foods 
off retail shelves. 


CORN IN FALL SPOTLIGHT 


High point of a year of continuous 
CMI support of the distressed corn mar- 
ket, Wheeling Steel will run 4-color page 
advertising in the Saturday Evening 
Post, November 16th issue (circulation 
approximately 5,000,000). Five distine- 
tive recipes will feature canned corn, 
and also include canned tomatoes, mush- 
rooms, sardines, and deviled ham. Each 
is a new exciting way to serve canned 
corn. (See cover cut.) 


This is the first appearance of a 
Wheeling ad on a canned food product 
in a mass consumer medium. More im- 
portantly, the corn ad will be notable for 
the kind and quality of tie-in support it 
will receive from related products ad- 
vertisers. Two industry groups — the 
Maine Sardine Council and Japanese 
King Crabmeat—will do a stand-out re- 
tail job. Quaker Oats, one of the nation’s 
largest food manufacturers and distrib- 
utors, will produce and make available 
display material, and will put 500 retail 
salesmen on the store merchandising 
job—selling canned corn. 


Reis this delicious 
easy - to - fix - meal 
with 


Make it with Aunt Jemima Corn Bread 


Have a Quicknic! 


Tuna Stew 


Spicy Pears 


é 


Delicious 


‘asy-Mix and canned cream-style corn 


1 package Aunt Jemimo Corn 1 egg 
Breod Easy-Mix V4 teaspoon salt 
Yy cop conned cream-style corn Ya teaspoon ground pepper 
Ya cup milk 4 frankfurters 
2 tablespoons minced onion 


To the mixing bag containing the corn bread mix, add the corn, 
milk, onion, egg, salt and pepper. Squeeze the bag to blend the 
ingredients. Pour into the aluminum pan that comes with the mix. 
Top with 4 frankfurters as illustrated, Bake as label directs for 20 
minutes, Then spread franks with mustard and boke 5 minutes longer. 


Makes 4 delicious servings. 


Recipe pads similar to the above (in 
color) will be distributed by some 500 
Quaker Oats Salesmen. 


DETAILS OF OUTSIDE SUPPORT 


Japanese King Crab will prepare and 
send to their entire field force 8,000 four- 
color shelf talkers for retail display while 
making available 2,000 for corn canners’ 
brokers. 


Maine Sardine Council is developing 
point-of-sale materials which will fea- 
ture a special canned corn recipe. 


Quaker Oats will produce 20,000 four- 
color display cards with recipe pads, 
10,000 of which will be distributed by 
their 500 man sales force in promoting 
retail features of canned corn and Aunt 
Jemima’s Corn Bread Mix, with the bal- 


FISHERMAN’S TUNA STEW 


W cup sliced onion (separated into rings) 

1 Ib.) can whole tomotoes 

1 can (4 02.) sliced mushrooms 

1 tablespoon minced porsiey 

teaspoon salt 

‘@ teaspoon ground pepper of marjoram 

1 8 oz. pkg. se0 shell mocaroni 

Drain off oi] irom tuna in heavy skillet, saute onion rings 
untit teader but not brown, about 5 minutes. Add tomatoes 
and juice, mushrooms and jnce, parsiey. salt and pepper or 
marjoram, Cook, stirring occasionally. tor 10 minutes. Add 
tuna, cut ito pieces as pictured. Sunmer until tuna is hot, 
about 5 minutes 

Meanwhile cook macaroni according to package directions; 
drain 

Serve tuna siew over macaroni. Mukes 6 servings. 

Serve with Spicy Cloved Pears; recipe below 


SPICY CLOVED PEARS 
1 o. con peor holves 
1 tablespoon whole cloves 
1 oF 2 3-in. sticks cinnamon 
2 atrips lemon peel 


Stud pears with cloves; pour pear syrup into saucepan. Add 
studded pears, cinnamon sticks, ard lemon peel. Simmer 
for 10 minutes; remove pears and serve hot 

Makes 6 servings 

NOTE: Save syrup to use in fruit salad or over ice cream. 


AS ADVERTISEO OY WEIRTON CO. 


Combination Shelf talker and recipe pads like this appearing in stores throughout the country will help merchandise the Weirton 


Steel and Kayser Steel advertising. 
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ance being made available to corn can- 
ners and their brokers. 


BROKER PARTICIPATION 


Three bulletins have already gone out 
to processors posting them on the details 
of the promotion. Broker lists have been 
requested and although some canners 
have been slow to respond, two bulletins 
have gone out to some 550 brokers rep- 
resenting corn canners. They have re- 
ceived the reprint of the Wheeling Steel 
Corporation canned corn advertisement, 
and samples of the display materials 
available to them for the asking for the 
all important merchandising job. The 
brokers are urged to set up related item 
displays of the product featured in the 
five recipes, and to work closely with the 
Quaker Oats salesmen, and the people 
from the Maine Sardine Council, and 
Japanese King Crab Meat Association, 
all of whom will have the one objective of 
merchantising this promotion. 


CONSUMER PUBLICITY 
CONTINUES 


Meanwhile, the barrage of canned corn 
publicity that CMI has_ maintained 
throughout the selling year is continuing 
full force into the new pack season, 
rounding out twelve months of effort 
since CMI launched the drive that 
sparked all-out industry promotion of 
the product in October, 1956. 


CMI recipe releases have been sent to 
and used by all forms of consumer media 
—magazines, newspapers, radio and TV 
stations, foreign language papers, home 
economics teachers, home demonstration 
agents, syndicates and wire services. 
Best Foods and Coca Cola both are dis- 
tributing canned corn recipes that in- 
clude use of their own products. 


NATIONAL TUNA WEEK KEYS 
CMI MERCHANDISING EVENT 


The second big CMI merchandising- 
advertising program for the Fall is being 
run in connection with National Tuna 
Week. (Oct. 31-Nov. 9.) It also signalizes 
the participation, for the first time, of 
the Kaiser Steel Corporation in CMI pro- 


The attractive King Crab and Corn pie shelf talker & recipe pad to be used in the corn promotion, 
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C.M.I. MARKETING BUREAU TO EXPIRE AT YEAR’S END 


The following announcement, received this week from the Can Manufacturers 
Institute is self explanatory. It should be emphasized that the demise of the 
Marketing Bureau on December 31st, will in no way lessen the potency of the 
promotions described herein. 


ANNOUNCEMENT 
The Board of Governors is meeting Monday, September 16th, by unanimous 
action voted to discontinue the activities of the Can Manufacturers Institute 
Marketing Bureau as of the end of this year. 


The Board emphasized that this action does not indicate any dilution of inter- 
est on the part of the members in the objectives of the Marketing Bureau; rather 
does it reflect changing times which present new problems and call for new and 
revitalized approaches. 


Sine 1941 large sums of money have been spent through the Can Manufac- 
turers Institute on diverse forms of promotion. These sums have been entirely 
separate and apart from those expended by the individual members of CMI in 
similar support of their and their customers’ interests. 

The welfare of the Can Manufacturers’ customers and the ultimate consumers 
of their products will, of course, continue to be of paramount concern to the 
members of the Institute. And it is the considered opinion of the Board of 
Governors that an individual approach will be of greater benefit to Institute 
members, their customers and their suppliers. 

The Board of Governors in meeting Monday, September 16th, by unanimous 
priate public relations program in behalf of its members and the industry. 


WILLIAM J. MILTON, 
President 


motion. Kaiser will back with ABC net- 
work TV, four-color magazine advertis- 
ing by Weirton Steel, that will run in 
November issues of Better Homes and 
Gardens, and House Beautiful maga- 
zines. 


This array of advertising is all being 
coordinated by the CMI Marketing Bu- 
reau into a powerful consumer-retail pro- 
motion, featuring a “Fisherman’s Tuna 
Stew with Spicy Cloved Pears”, and in- 
cluding canned tomatoes, canned mush- 
rooms and macaroni. (See Cut) 


AUDIENCE POTENTIAL 
37 MILLION 


The potential viewer and reader audi- 
ence that can be reached by Kaiser 
TV and Weirton magazine advertising 


OTEINS 


HIGH IN PR 
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Fancy Japanese 


reaches the impressive total of better 
than 37 million people. Weirton’s print 
advertising in the two publications will 
run to 5,000,000. Kaiser’s 62-station 
ABC-TV audience potential is estimated 
at 32,400,000. 


Kaiser-TV will appear via a new Sun- 
day night one-hour program, 7:30-8:30. 
A real family Western, the name of the 
new show is “Maverick”. 


MERCHANDISING GROUP 
BIGGEST EVER | 


With Kaiser Steel providing 15,000 
brochures describing its contribution to 
the drive, and Weirton supplying 27,000 
four-color reprints of their advertising, 
the total of organizations participating 
in this outstanding canned foods mer- 


% cup mayonnaise; in pie 
Garnish with & cup coarsely cut 
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chandising project comes to seventeen. 
In addition to the steel companies, listed 
below, are the partners in the drive, with 
a brief notation of their individual 
activities. 


Tuna Research Foundation—will con- 
duct a nationwide consumer publicity 
campaign, highlighting ‘“Tuna-Fisher- 
man Stew”, and will arrange for store 
display features in connection with Na- 
tional Tuna Week. 


Pacific Coast Canned Pear Service— 
will put 12 merchandising specialists into 
the field to set up chain store and super 
market display features of the recipe, 
and will be responsible for the most effec- 
tive distribution and use of 20,000 store 
displays, provided jointly by the tuna 
and pear groups. (See Cut) , 


National Macaroni Institute — has co- 
operated in the organization of individ- 
ual membership effort in behalf of the 
promotion. As in the past they’ve gotten 
results. Seven major sectional macaroni 
companies, in total representing national 
distribution, will go all out in local con- 
sumer advertising, and on store merchan- 
dising through their combined sales 
forces, an estimated 300 to 400 men, in 
all. Retailers throughout the country 
will be deluged with calls. All will be 
urged to tie in with point-of-sale ma- 
terial, furnished by the macaroni com- 
panies themselves. A list of macaroni 
industry participants follows: V. La 
Rosa & Sons, New York; A. Russo & Co., 
Midwest; American Beauty, Midwest & 
West; Minnesota Macaroni Co., North 
Central; Golden Grain Macaroni Co., 
West Coast; Gooch Food Products, West 
& South; The Creamette Co., Midwest; 
Springfield Sugar & Prod. Co., East; Del- 
monico Foods, Midwest. 


THREE MORE PARTNERS ACTIVE 

The California Packing Corporation, 
Mushroom Canners League, and the 
Western Packing News Service will back 
the program with tie-in activity. Cal- 
pak will provide all its 700 man sales 
force with reprint material, and assign 
them to the job of securing retail display 
cooperation. 


Mushroom Canners League will pro- 
mote the cooperation of their brokers and 
sales representatives through use of 
Kaiser and Weirton reprints and bro- 
chures on the retail trade. 


The Western Packing News Service— 
in the October 25th issue, will feature 
the story of the tuna-pear promotion to 
its list of 2,000 top West Coast retailer, 
broker and canner organizations, and 
will include ad reprints and Kaiser par- 
ticipation story. 


The first three-pound canned hams that 
do not require refrigeration are being 
marketed by the P. Brennan Company of 
Chicago in a move that the company sees 
as “opening an entire new field for the 
meat-packing industry.” Robert C. Mun- 
necke, president, said that Brennan’s 
“Lee” brand skinless and boneless hams 
represent “the first development of non- 
perishable canned hams in sizes larger 
than the one-and-one-half-pound hams 
previously available.” Packed in Ameri- 
can Can Company’s lithographed “no- 
stick” cans, the Lee hams are firm and 
can be sliced in any desired thickness, 
Mr. Munnecke said. He pointed out that 
shrinking of the hams during processing 
has been reduced 100 percent. 


URGES STUDY OF MINERALS 
IN DIET 


A great deal more needs to be known 
about the minerals a man must eat to 
stay healthy and live to a ripe old age. 

That’s the opinion of Dr. Firman E. 
Bear of New Brunswick, N. J., editor of 
“Soil Science,” a learned journal that 
has an extensive international circula- 
tion. Dr. Bear, speaking on October 3 at 
the annual Rutgers University fertilizer 
conference, reminded fertilizer manufac- 
turers and distributors that a great deal 
is known about how fertilizer affects 
plant growth. 

But can fertilizer cause an imbalance 
of minerals in plants that man eats? 


Dr. Bear referred to an analysis of 
fruits and vegetables from many sections 
of the country in which wide variations 
in minerals were found from west to east 
and north to south. 


There is an exchange of foods now on 
a global basis, he pointed out, yet this is 
done in a hit or miss fashion. In the 
future there may be a deliberate attempt 
to exchange foods among nations in the 
interest of a diet better balanced in 
minerals. 


If this is not possible, why not pre- 
pare a salt that will contain more of the 
mineral elements, beyond the sodium 
chloride of common table salt? Sea salt 
approaches this goal, Dr. Bear said, and 
chemists are finding a way to make it 
free flowing so that it doesn’t clog the 
shaker as it has in the past. 


Florida Citrus Commission has an- 
nounced the appointment of Harold S. 
Gardner to the position of advertising 
manager, effective November 4. Mr. 
Gardner will work directly under Frank 
D. Arn, director of advertising and mer- 
chandising, as the advertising arm of the 
citrus promotion team, administering an 
advertising budget this year of $4 
million. Ralph M. Henry is merchandis- 
ing manager. Mr. Gardner has had over 
20 years experience in the advertising 
field, having been associated with a num- 
ber of prominent New York advertising 
agencies. 


held in Chicago. 
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Jane Johnson, Baltimore News Post and Muriel Mooney, 
Nevada Review Journal (Las Vegas) and “Happy Apple” enjoy 
apple juice after the program presented by Processed Apples 
Institute, Inc. during the Newspaper Food Editors Conference 
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EQUIPMENT AND SUPPLIES 


The Sage Equipment Company of Buffalo, N. Y. has added this 
new power driven standard duty troughing belt conveyor to its 


line of power driven belt conveyors. 


E. W. Bliss Company has moved its 
canning machinery manufacturing opera- 
tions to its manufacturing plant at 1004 
E. State Street, Hastings, Michigan. 
Previously a part of the manufacture 
was accomplished at the company’s large 
plant at Hastings, and part at a separate 
location. Centralizing the entire manu- 
facture under one roof will allow for 
greater flexibility and more efficient pro- 
duction. The company’s can machinery 
sales headquarters was recently moved 
from New York City to the company’s 
general offices at Canton, Ohio, in the 
interest of better coordination of plans 
for expanding service to the can making 
industry. 


Brockway Glass Company —A. G. 
Beltz, general sales manager, has an- 
nounced the following appointments: 
Robert J. Bailey as Midwestern Regional 
sales manager in charge of sales activi- 
ties in the company’s offices in Chicago, 
Detroit, Cincinnati, Cleveland, Indianap- 
olis, and St. Louis. Harry R. Bruno as 
district manager for the company’s 
Philadelphia territory, where will 
direct sales efforts of the Philadelphia 
staff selling Brockway’s complete line 
throughout Eastern Pennsylvania, South- 
ern and Central New Jersey, and Dela- 
ware. 


CAN OLE 
SA SS 


ELECTRIC CAN OPENER — Featuring 
completely automatic operation, CANO- 
LECTRIC is a new push-button appliance 
that opens any size or shape can. De- 
signed for mounting upon any wall or 
cabinet, this exciting all-electric can 
opener begins an era of ease and con- 
venience for the consumer of all canned 


foods. Pressing the button punctures the 
can top and removes it swiftly, neatly and 
without jagged edges. Can is automati- 
cally held while being opened and is auto- 
matically disengaged upon release of 
push-button. A magnet lifts out the can 
top. 


Hazel Atlas Glass Division of Con- 
tinen Can Company, through general 
sales manager J. I. Donahue, has an- 
nounced three new sales appointments 
effective October 1. E. F. Westwood be- 
comes regional sales manager, Central 
area; M. C. Robinson, regional sales 
manager of the Midwest area; and John 
S. Auvil, district sales manager in Pitts- 
burgh. Mr. Westwood will maintain 
offices at the division’s headquarters in 
Wheeling, West Virginia, and will exer- 
cise line authority over the area’s sales 
districts in Cincinnati and Cleveland, 
Ohio; Detroit, Michigan; Louisville, Ken- 
tucky; and Pittsburgh, Pennsylvania. Mr. 
Robinson will be headquartered in Chicago 
and will direct sales districts in St. Louis, 
Missouri; Omaha, Nebraska; Chicago, 
Illinois; Kansas City, Missouri; Minnea- 
polis, Minnesota; and Milwaukee,, Wis- 
consin. Mr. Auvil moves from Cleveland, 
where he has spent the past 16 years as 
a member of the Hazel-Atlas sales force, 
succeeding Mr. Robinson in Pittsburgh. 


Continuous treatment of solids under pressure is the newest 
development of Food Machinery and Chemical Corporation. Its 
Canning Machinery Division, San Jose, California announced 
last week the perfection of a Solids Pressure Feeder, the “Tran- 
sol 120.” FMC spokesmen state that there are approximately 
200 now in use handling a variety of fruits and vegetables, in 
some cases with lye content, at steam pressures up to 120 psig. 
Experimental data has been obtained on aqueous pressure ex- 
traction of granular materials, cooking of rice, wheat, oats, 
barley, hominy grits and corn among other applications. 
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New 


Texas Canners Association—Directors 
of the Association have decided that in 
place of holding a two or three day con- 
vention, as in the past, that only an 
annual dinner meeting will be held this 
year. This has been scheduled for Mon- 
day, October 28, at the McAllen Country 
Club. A business meeting will be held at 
5:00 P.M., followed by a fellowship hour 
from 6:00 to 7:00 P.M., and dinner at 
7:00 P.M. It is to be a stag affair. 


Olive Association—New officers have 
taken over their posts with the Califor- 
nia Olive Association, following the 
annual meeting held at San Francisco, 
where offices are maintained. The new 
president is Dan Carter, of the Bell Pack- 
ing Company, Berkeley, while F. J. 
Oberti, of G. Oberti & Sons, Madera, was 
chosen vice-president. The board of direc- 
tors for the new business year are: J. M. 
Glick, B. E. Glick & Sons, Corning; S. J. 
Tupper, Olive Products Co., Oroville; S. 
Grange, Pacific Olive Co., Visalia; O. D. 
Gifford, C. M. Gifford & Sons, San Diego; 
T. H. Read and G. K. Patterson, Lindsay 
Ripe Olive Company, Lindsay, and Elton 
J. Leggett, Wyandotte Olive Growers, 
Oroville. 


Anderson - Priest - Shinn — David O. 
Shinn, with wide experience in the food 
brokerage field, and former vice-presi- 
dent and sales manager of one of the 
Middle West’s leading brokerage firms, 
has joined the firm of Anderson-Priest of 
Muncie, Indiana, to form a new partner- 
ship to beknown as_ Anderson-Priest- 
Shinn Company. 


M. J. Holland & Associates, Chicago 
food brokers, have announced that James 
K. Anderson, formerly of Lake Creek, 
Texas, and Clifford E. Aird, formerly of 
Toronto, Ontario, Canada, have joined 
the firm’s merchandising staff. 


J. E. Kite Brokerage Company, Cincin- 
nati food brokers, announce that Fred 
Weeke has joined the sales organization 
and will act as contact man for the chain 
stores in the area. 


“New Jersey Farmers Week” will be 
held at Trenton, January 27 thru Feb- 
ruary 1, 1958. 


Hunt Foods—Norman F. Johnson, who 
was president and manager of manufac- 
turing and research for Guijon, Inc., San 
Mateo, California, has been appointed 
director of research and development of 
Hunt Foods & Industries with head- 
quarters at Hayward, California, where 
he will be concerned with the application 
of basic sciences, engineering and econo- 
mics to production, processing, packag- 
ing, distribution, and utilization of food 
and other products. 


Continental Can Company — John G. 
Murray, formerly general manager of 
the Crown Cork Division, has been ap- 
pointed director of technical develop- 
ment succeeding Major General C. L. 
Adcock, who retired August 31. In his 
new assignment, Mr. Murray will super- 
vise the activities of Continental’s Cen- 
tral research and engineering, construc- 
tion engineering and equipment manu- 
facturing divisions and its patent depart- 
ment, and will have functional jurisdic- 
tion over the research and development 
departments of each of the product divi- 
sions. 


Mayonnaise & Salad Dressing Manu- 
facturers Association elected the follow- 
ing officers at the Annual Convention 
held in Chicago in September: E. A. 
Mitchell, Hesmer Foods, Inc., President; 
Wendell W. Bishop, Mrs. Clark’s Foods, 
1st Vice-President; L. Evert Landon, 
Nalley’s, Inc., 2nd Vice-President; Edwin 
Pfeiffer, Pfeiffer’s Food Products, Inc., 
Secretary; and Olen C. Turner, Morton 
Foods, Treasurer. 


Directors elected are: Paul Frisch, 
McCormick & Company; Robert E. Cain, 
John E, Cain Company; Dewey Alfeld, 
Gale-Stauffer Company; John L. Wei- 
gand,, Old Dutch Foods; William A. 
Murray, H. W. Madison Company; Her- 
bert Cox, Supreme Foods; Jerome J. 


Gelfand, Recipe Foods, Inc.; A. F. 
Sanchez, Blue Plate Foods, Inc. 
Bryne Marcellus Company, 332 S. 


Michigan Avenue, Chicago 4, with Henry 
Bucklin as Executive Secretary, continue 
as Secretary Managers. Danzansky & 
Dickey, 1406 G Street, Northwest, Wash- 
ington 5, D. C., are the General Counsel. 
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Hungerford Packing Company, Hun- 
gerford, Pennsylvania, has announced 
the appointment of Lee Wilson Company, 
Tampa, Florida, as representative in the 
Tampa area of Florida. 


Corn Products Refining Company has 
established a scholarship program avail- 
able to the company’s employes and their 
children, to be known as the George M. 
Moffatt Scholarship in honor of a past 
president of the company. The scholar- 
ships will be applicable to any accredited 
college or university. All of the com- 
pany’s 18,000 employes and their children 
located in the United States and abroad, 
are eligible. Stipends will vary, depen- 
dent on individual financial needs as de- 
termined by a selection committee. The 
late George M. Moffatt joined Corn Pro- 
ducts in 1904, became its president in 
1931, and was board chairman from 1945 
until his death in 1951. 


Food Machinery & Chemical Corpora- 
tion—The Export Division of FMC has 
announced the appointment of C..Martin 
Cornish as manager of Food Machinery, 
S.A., a recently established subsidiary 
in Mexico, located at Paseo de la Re- 
forma 330, in Mexico City. The subsidi- 
ary was primarily set up as a sales out- 
let for canning machinery, fresh fruit 
and vegetable processing equipment, 
packing and packaging machinery and 
equipment, and to give better on-the- 
spot service to FMC’s many customers in 
the rapidly growing food industry in 
Mexico. During the ten years of his 
association with the food industry, Mr. 
Cornish has developed a broad practical 
background of experience in the field 
with food processors as well as in the 
field with food processors as well as in 
the company’s machinery manufacturing 
plants. For the past 2% years he has 
been in charge of the New York sales 
office of the Export Division. 


DEATHS 


Vernon Bragg, vice-president in charge 
of oyster operations for the Lord-Mott 
Company and R. E. Roberts Company, of 
Baltimore, died on October 9. Mr. Bragg 
had been associated with the two com- 
panies for over 35 years and was well 
known to the trade. 
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WISCONSIN CONVENTION 
PROGRAM 


A program of outstanding speakers 
headed by Governor Thomson, has been 
scheduled for the 53rd Annual Conven- 


' tion of the Wisconsin Canners Associa- 


ticn to be held at the Schroeder Hotel in 
Milwaukee, November 11 and 12. The 
Governor is to speak at the opening 
luncheon session and will be followed by 
Robert S. Solinsky, president of the 
National Can Corporation, and A. Ed- 
ward Brown, president of the National 
Canners Association. 


On the morning of the second day a 
morning session will be held and speakers 
will be Howard L. Stier, director of the 
Statistics Division of National Canners 
Association; James E. Stinson, president 
of the National Institutional Wholesale 
Grocers Association; and H. V. . Me- 
Namara, president of the National Tea 
Company. 


In addition to these two sessions, a 
business meeting will be held on the 
morning of the 11th, and a joint lunch- 
eon with the ladies will be held on the 
12th. The usual dinner-dance will close 
the convention on the evening of the 
12th. 


Secretary Marvin Verhulst reports 
that reservations received thus far indi- 
cate a large attendance. 


CANNING CROPS CONTEST 
DEADLINE 


Wisconsin canners are again advised 
that entries in the Canning Crops Con- 
test, sponsored by the National Junior 
Vegetable Growers Association, should 
be filed on the standard report form with 
Professor Schoenemann at the University 
of Wisconsin by November 2. 86 Wis- 
¢.nsin boys and girls have enrolled in the 
contest this year. The judging of the 
entries will be done immediately after 
the deadline, so that first and second 
place winners of the Savings Bonds, 
offered by the Wisconsin Canners Associ- 
ation, can be announced at the Wisconsin 
Canners Convention on November 11. 
The Savings Bonds have a maturity value 
of $75 and $50, and are offered by the 
Association for the first and second prize 
winners. 


FALL RIVER CELEBRATES 
GOLDEN ANNIVERSARY 


Fall River Canning Company, Fall 
River, Wisconsin, this week celebrates 
its Fiftieth Anniversary of the incorpora- 
tion of the company on October 21, 1907. 

At that time a group of citizens of Fall 
River got together to incorporate the 
business for $35,000. The cannery was 
built in the spring of the following year 
when the first pea pack was made, pro- 
cucing 33,625 cases of 24/2’s. The com- 
pany operated until the mid ’80’s as a 
single plant concern. Managers of the 
plant during the years list many big 
names in Wisconsin canned foods circles, 
beginning with William Blodgett, who 
was the first processor, followed by Wal- 
ter Glascoff, William H. Smith, Fred C. 
Hulbert, and Frank Westphal. In 1934 
Mr. Westphal was succeeded by the com- 
pany’s present president and general 
manager, W. W. Evans. 


It was in 1936 when the company first 
began its multiple plant operations with 
the acquisition of the Bower City Can- 
ning Company of Janesville. Later fol- 
lowed the acquisition of plants at Cam- 
bria, Blair, Dorchester, Stoughton, Mar- 
kesan, Walworth, Dundas, Cuba City, 
Evansville, and in 1957 a tomato and to- 
mato products plant at Redkey, Indiana. 
The company packs peas and corn in 
Wisconsin and tomatoes and tomato 
products in Indiana. At present it oper- 
ates seven plants packing approximately 
2 million cases of canned foods. 

In commemoration of the Fiftieth An- 
niversary, the company is preparing a 
brochure which outlines the history of 
the business and completely describes its 
pea and corn operations in Wisconsin and 
the tcmato and products operations in 
Indiana. 


CITRUS COMMISSION REPORTS 
ON RESEARCH 


A university study being made for the 
Florida Citrus Commission may have 
profound effects for the citrus industry, 
reports Dr. L. G. MacDowell, Commis- 
sion Research Director. 

Dr. MacDowell briefed Citrus Com- 
missioners on the past, present and fu- 
ture plans of the Commission’s Research 
Department during a monthly meeting 


held during the Florida Canners’ Con- 
vention at Bal Harbour, October 11. 

He reported that Dr. Pauline Mack of 
Texas Woman’s University, has just fin- 
ished a three semester study of the ef- 
fects of supplementing school children’s 
diets with daily portions of orange juice. 
It will take several months for the data 
to be completely evaluated but some of 
the results on improvement of gum con- 
dition and on general growth are truly 
remarkable, he said. 

Other continuing concentrated citrus 
juice projects of the Research Depart- 
ment will be pursued giving particular 
emphasis to high brix concentrates and 
to flavor changes, and their causes in 
conventional 42° brix product. 

Entirely new lines of investigating the 
factors involved in the development of 
the orange color in oranges will be in- 
stigated through basic research on the 
chemical constituents of citrus fruits 
that relate to quality. A thorough under- 
standing of how and why oranges de- 
velop their natural color might lead to 
methods of artificially enhancing this 
process. 

Briefly, other present and new projects 
announced by Dr. MacDowell are: newer 
and better ways to extend the shelf life 
of fresh fruit; entirely new project on 
mechanical harvesting of citrus fruits; 
new gas chromatographic laboratory for 
objective flavor evaluation, and determi- 
nation of off-flavors in citrus products; 
and exploiting the use of Sucaryl (a non- 
nutritive sweetener) as a sweetener in 
grapefruit juices. 


GOVERNMENT WANTS 
General Services Administration, 7th 
& D Sts., S. W., Washington 25, D. C. 
has asked for bids on the following re- 
quirements: 


CANNED BEETS—Standard, Grade C, 
Cut, in accordance with Federal Specifi- 
cation JJJ-B-181b as amended, from 1957 
crop, commercial labels, 3,600 cases 
6/10’s for delivery to Franconia, Va. 
Opening date November 5. 

CANNED BEETS—Standard, Grade C, 
Sliced, in accordance with Federal Speci- 
fication JJJ-B-181b, as amended, from 
1957 crop, commercial labels. 450 cases 
6/10’s for delivery to Manuel, Calif.; 550 
cases 6/10’s for delivery to Seattle, 
Wash. Opening date November 5. 


This canned display in the form of a train designed by Container 
Corporation of America, was awarded honorable mention for sur- 
face design and printing at the Fourth Annual Fibre Box Com- 
petition, sponsored by the Fibre Box Association in Washington, 


D.C. 


Designed for Stokely Van Camp, Inc., Mt. Vernon, Washington, 
frozen foods, the attractively printed corrugated 
board on white background easily assembles into an eye-catching 


to display 


merchandiser for the retail trade. 
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Keep up with container developments! Watch Canco’s TV show “DOUG EDWARDS WITH THE NEWS” alternate Fridays on CBS-TV 
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What does this oval mean to you? 


This oval is a well-known trade-mark. In the broader sense, it is a symbol 
of American Can Company’s leadership in can research, technology, and 
manufacture. ¢ Over the years, canners have seen dozens of major ad- 
vances by Canco scientists—advances such as “vacuum syruping,” 
the process that quickly and surely removes air from cans, retaining the 
excellent color and flavor of peaches and other fruits. + As a result of this 
continuing research and development program, canners may rightly 
expect even greater progress in the future—from fcanco) . 


AMERICAN CAN COMPANY 


New York + Chicago + San Francisco 
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Vegetables For Processing October 1, 1957 


Improvement in 1957 production pros- 
pects for sweet corn, green lima beans 
and kraut cabbage (on contract acreage) 
during September compensated for less 
favorable outlook for tomatoes, green 
peas and beets for processing this year, 
according to the U.S.D.A. Crop Report- 
ing Board. For the eight crops for which 
estimates are now available, the 1957 
prospective tonnage in total is 6.23 mil- 
lion tons, about the same as the 6.28 mil- 
lion tons forcast last month. The pros- 
pective 1957 production is about 19 per- 
cent below the 1956 production but 12 
percent above average 


GREEN LIMA BEANS—A total of 96,740 
tons of green lima beans for canning and 
freezing is indicated for the United 
States. This is 10 percent less than the 
record high 1956 production of 107,930 
tons but 16 percent more than the 1946- 
55 average production of 83,470 tons. 
Growing conditions for the unharvested 
late crop were favorable during Septem- 
ber in New York, Ohio, Michigan, Vir- 
ginia and Washington and more than off- 
set the slight reduction indicated for 
California, periods of hot weather which 
accelerated maturity cut prospective 
yields. Harvest of Fordhooks has been 
completed and baby limas will wind up 
by October 10. 


BEETS—Production prospects for can- 
ning beets declined about 8 percent dur- 
ing September. The tonnage indicated 
on Octboer 1 is 150,770 tons, 25 percent 
less than the 1956 tonnage of 200,100 
tons but 8 percent more than the 10-year 
average production of 139,100 tons for 
the United States. October 1 indicated 
yields are below 1956 in all important 
States except Michigan, and below aver- 
age in all States except Michigan and 
Oregon. 


CABBAGE—Production of cabbage from 
acreage under contract to kraut packers 
is now forecast at 108,200 tons, which is 
27 percent under the 1956 production. 
Yields indicated for all of the important 
States this year on October 1 are lower 
than the yields estimated for 1956 on 
acreage grown under contract, due large- 
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ly to insufficient moisture during the 
growing season, which is resulting in 
many small sized heads. The 1957 early 
fall cabbage crop, from which most kraut 
cabbage is obtained, is forcase at 415,850 
tons, down 28 percent from last year’s 
large crop. This year’s early fall produc- 
tion is 14 percent below average. 


SWEET CORN — Unharvested fields of 
sweet corn in the important Northeast- 
ern United States, in Iowa, and several 
other scattered States improved during 
September and the total United States 
production for canning and freezing was 
forecast at 1,474,900 tons as of Octboer 1. 
This is 13 percent less than last year’s 
production but 15 percent above average. 
Only a few scattered fields remained to 
be harvested after October 1. 


TOMATOES—The present forecast indi- 
cates a crop of 3,384,500 tons which is 
about one-fourth less than the record 
large 1956 crop but 7 percent above aver- 
age. The 1957 forecast is about 2 per- 
cent less than that released September 
10. 


PRODUCTION VEGETABLES 
FOR PROCESSING 


Average Indicated 
Crop 1946-55 1956 957 
Tons Tons Tons 
Green lima beans...... 83,740 107,930 96,740 
Snap beans 259,400 $28,990 346,000 


139,100 200,100 150,770 


Cabbage for kraut 
97,509 147,500 108,200 


Sweet corn .... 1,287,809 1,693,000 1,474,900 
Green peas ..... we. 435,340 545,160 556,220 
Spinach ...... 93,840 115,180 115,400 


Tomatres . 32,700 4,600,350 3,384,500 
959,420 7,738,210 6,232,730 


CANNERS AND BROKERS—You 
can greatly assist us in keeping our 
“Canned Food Prices” page correct 
if you will put us on your mailing 
list to receive your price quotations 
as issued. THE CANNING TRADE, 
20 S. Gay Street, Baltimore 2, 
Maryland. 
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NEWS 


THE DISASTROUS INDIANA 
TOMATO SEASON 


Final Report Indiana Canners Assn. 


Due to the frost warnings for the end 
of the week, this, the final report, was 
held up to see what the final outcome 
would be. Frost, and then freezing tem- 
peratures on the nights of October 10th, 
1lth and 12th brought an end to the 
1957 pack of tomatoes in Indiana. 


A chronological summary of the 
State’s tomato planting and production 
this year, leaves one with the clearcut 
knowledge that we had a very disastrous 
year. 


Blight infestation in the Georgia plant 
fields, coupled with rains at planting 
time, started the season off in a very un- 
satisfactory manner. Planting took place 
clear up and through the third week in 
June. This poor start was then coupled 
with several disaster rains, the first on 
June 28th, the second on July 4th. 


The results of these rains were the 
washing out of hundreds and hundreds 
of acres which could not be reset. The 
water damage also weaknened many of 
the plants that remained. By this time it 
became apparent that of the intended 
acreage of 35,000, only 30,000 had been 
put into the ground. Of this 30,000, the 
rains through the central period of the 
growing season wiped out approximately 
5,000 acres. 


Harvesting, on a very limited scale, 
started with a few companies the first 
week of August. Generally, runs were 
not under way until late in the third 
week, with most companies waiting until 
the first week of September to start oper- 
ations. The peak harvest period was 
reached and passed with very little notice 
in increased production. This took place 
during the second and third week of 
September. 


Spraying for blight and other diseases, 
of course, increased the cost of the raw 
stock in the field. It is, nevertheless, 
quite apparent that had not this been 
done the season could have been almost a 
total loss. At no time did blight get to 
such an extent to wipe out large acre- 
ages. This can only be attributed to the 


constant spray programs. 


The virtual death blow to an already 
poor crop took place September 20, 21 
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and 22, with heavy rains varying be- 
tween three and five inches. Tomatoes 
generally became mushy, considerably 
cracked and the desire of the growers to 
get the tomatoes out of the field has re- 
sulted in the lowering of the color. It is 
seriously doubted if the state average of 
tons per acre will reach seven. 

At the risk of walking out to the end 
of the limb, this reporter estimates that 
the total harvested Indiana tonnage will 
not exceed 175,000 tons. It is possible 
that through imports from Michigan and 
Ohio the tonnage processed may be 
slightly above this figure. 


Assuming that the frost predicted 
within the next few days puts an end to 
the season, it can be said with a great 
degree of accuracy the Indiana Produc- 
tino for 1957 barely reached 50 percent 
of the 1956 pack. 

If the prediction of 175,000 tons holds 
true this will be the lowest production 
since before 1930. The two previous lows 
since 1930 were—192,000 tons in 1931 
and 212,000 tons in 1933. 


NEW YORK MARKET 


Outlook Points To Stable Price Basis—Buy- 
. ers Turn To Tri-State Tomatoes—Shopping 
For Corn—Peas Slow—Interest In Pumpkin 
—Fruits Generally Unchanged—Tuna Prices 
Advance—Salmon Shows Strength. 


By “New York Stater” 


New York, N. Y., Oct. 18, 1957 


THE SITUATION —An advance in 
tuna quotations, to become effective near 
the end of the month, and a broadening 
demand for canned tomatoes from the 
Tri-States sparked the week’s news in 
canned foods. In other sections of the 
market, the trading pace was showing a 
moderate seasonal expansion, with gen- 
eral expectations of a well-sustained vol- 
ume of replacement buying over the re- 
mainder of 757. 


THE OUTLOOK—Although a fairly 
brisk trading tempo is envisioned for the 
closing quarter of the year, trade expec- 
tations are that small-lot replacements 
will continue to predominate, with sub- 
stantial buying remaining to be done for 
first-half 1958 requirements after the 
turn of the year. On the basis of present 
indications, a fairly stable overall price 
basis is looked for, with advances prob- 
ably outnumbering declines in the mar- 
keting of 1957 packs during the remain- 
der of the current selling season. 


TOMATOES—With buyers customar- 
ily securing their supplies from the mid- 
west showing more interest in Tri-State 
offerings, the market in this area has 
firmed moderately. Currently, “low” sell- 
ers are asking $1.02% for standard Is, 
$1.32% for 303s, $2.12% for 2%s, and 
$7.25 for 10s, f.o.b. canneries. On extra 
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standards, 303s are commanding $1.50 or 
better, with 2%s at $2.50 and 10s at 
$8.00. 


CORN—The market still finds canners 
in other areas underquoting the market 


in the Tri-States. Canners in the latter — 


area are still holding fancy wholegrain 
303s at $1.35, while midwest canners are 
offering at $1.25 and New York State 
packers are also selling below the $1.35 
level in some instances. Extra standard 
wholegrain continues to list at $1.25 in 
the Tri-States and $1.15 in the midwest, 
while standards are $1.20 in the Tri- 


States and a nickel below that figure at 
midwest canneries. Buyers are showing 
a little more interest in corn, but are 
“shopping” the market carefully when 
making committments. With freight 
rates in mind, of course, Tri-States corn 
at $1.35 is a better buy in the case of 
some distributors than $1.25 corn with a 
high freight tab from other areas. 


PEAS—Buyers are still standing pat 
on current pea inventories, and little 
new business was in evidénce here this 
week. Current offerings find standard 
Alaska 303s at $1.25 at Tri-State can- 


hohins even-flo 
HOT WATER BLANCHER 


With the new Robins Even-Flo 


Hot Water Blancher, you’re assured of per- 
fect, uniform blanching. 
baskets formed by separators on the lower 
wire mesh belt, and is carried steadily through 
the blanching tank. No pile-ups or uneven 
distribution. The top belt eliminates floaters, 
assures thorough immersion of stock. 


Hydraulically operated blanching tank lowers 
for easy cleaning. 


Stock feeds into 


All parts are readily 


or write direct for 
complete details 
on specifications, 
prices, delivery 
information. 


PEAS 


 Akfobins 


accessible. 
your Robins INCLUDES MENT FOR PROCESSING 
epresentative, 
APPLES + ASPARAGUS «+ BEETS CORN DRIED BEANS 


LIMA BEANS + MARMALADES + OLIVES + ONIONS + PEACHES 
PEPPERS | 
RELISHES SAUERKRAUT + SHRIMP + SPINACH STRAWBERRIES 
STRING BEANS + TOMATOES 


PICKLES + POTATOES + PUMPKIN 


COMPANY, INC. 


mts 713-729 East Lombard Street . Baltimore 2, Md. 
ae Manufacturers of Food Processing Equipment Since 1885 
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neries, considerably above the $1.05 offer- 
ings of some Wisconsin canners. The 
same differentials apply on other grades, 
with fancy large sweets in the Tri-States 
held at $1.45, which is 10 cents over the 
figure quoted on this grade in the mid- 
west. 


BEANS—With beans offering in bet- 
ter volume, canners are offering stand- 
ard cut 10s this week at $5.75, which is 
25 cents below the offering price of the 
previous week in the Tri-States area. 
Standard 303s, however, continue to hold 
at $1.15, with New York State canners 
offering this grade on the same basis. 


PUMPKIN—Moderate buying interest 
continues as distributors stock pumpkin 
for coming holiday requirements. Fancy 
214s continue to command $1.50 in the 
east, with midwest canners quoting $1.45. 
On fancy 10s, eastern packs hold at 
$5.50-$5.60, with some offerings out of 
the midwest as low at $5.00. 


CHERRIES — Buying interest in red 
sour pitted cherries has ebbed, and the 
market is without change. Water pack 
303s are quoted at a range of $1.80-$1.90, 
as to packing area, with 10s ranging 
$10.50-$10.75. 


APPLESAUCE — Limited buying in- 
terest is reported, and canners continue 
to offer new pack Fancy 303s at $1.30- 
$1.35 in the East with 10s quoted at a 
range of $7.25 to $7.50 at canneries. 


CITRUS—The market for Florida cit- 
rus juices was without price change dur- 
ing the week, and business remained 
routine. 


WEST COAST FRUITS — Independ- 
ent packers on the Coast continue to offer 
new pack choice halves cling peaches at 
$1.75 for 303s and $2.55 for 2%, with the 
usual premiums prevailing on nationally- 
advertised brands. Fruit cocktial prices 
have stiffened, with bottom on fancy now 
$2.10 on 303s and $3.30 on 2%s, with 
choice at $2.00 and $3.15, respectively. 
Buyers are running into a shortage of 
standard grade purple plums in the 
northwest, but choice are offering at 
$1.45 of 303s and $1.95 for 2%s, with 
fancy at $1.55 and $2.20, respectively. 


TUNA — Independent packers are ad- 
vancing quotations on some sizes of light 
meat, effective October 28, but packers 
marketing under nationally - advertised 
labels have not followed suit. Light meat 
fancy quarters move up from $8.45 to 
$8.70 per case, with halves going from 
$13.75 to $14.25. On light meat chunk 
style, qaurters will advance from $7.50 
to $7.65 per case, with halves moving up 
from $12 to $12.50. The trade is being 
well covered at the “‘old prices”, however, 
so it will be some time before the ad- 
vanced levels actually constitute “the 
market.” 


SALMON — Pinks are becoming a 
scarce commodity in primary markets, 
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and the market is strong at $22.50 for 
1s and $12.75 for halves, with some sell- 
ers quoting above these levels. Tall medi- 
um reds are also firming, with current 
offerings at $26, while halves continue to 
offer at $14.75. Reds continue held at 
$32 for talls and $20.50 per case for 
halves, with chums at $18.50 for talls 
and $11.50 for halves. 


SARDINES — Maine sardines remain 
unchanged at $6.50 per case for quarter 
keyless oils, with an occasional lot at 
$6.40, f.o.b. cannery. California packers 
hold No. 1 ovals at $8.75 per case in 
either mustard or tomato sauce, with 
eanners looking for an advance if the 
fishermen win out in a current dispute 
involving higher raw fish prices. 


CALIFORNIA MARKET 


Steady Buying Continues — Price Advance 
Foreseen— Dry Beans Advance — Tomatoes 
Show Strength As Rains Cut Deliveries— 
Elbertas Moving At Advanced Prices — 
Alaska Salmon Pack Near Record Low. 


By “Berkeley” 


Berkeley, Calif., Oct. 18, 1957 


THE SITUATION—Buying continues 
at a steady pace, with canners suggest- 
ing that most items in the list are in 
rather limited supply in the hands of 
distributors who are gearing their pur- 
chases closely to day-by-day sales. Sales 
of canned foods in general seem to be up 
about ten per cent from those of a year 
ago and this is about the figure set for 
actual consumption. Prices have streng- 
thened on almost all items in canned 
fruit and vegetable lists and with many 
packs smaller than those of last year 
further advances seem likely. Now that 
pack figures on most lines have been re- 
leased, and with these rather below ex- 
pectations on many items in both fruits 
and vegetables, distributors may soon be 
coming into the market for increased 
quantities. The outlook is that when the 
canning season gets under way in 1958, 
stocks in first hands will be much smaller 
than they were in 1957. But it may be 
noted that the California canning trade 
is not neglecting promotional work, with 
much special advertising being arranged 
for the immediate future. 


DRY BEANS—tThe dry bean market 
has shown somewhat of an improvement 
during the past week, with prices show- 
ing an upward trend. The week was 
marked by heavy rains in some districts 
and considerable damage has been re- 
ported. Only the extreme southern part 
of the State has been free of rain and 
this area does not account for any large 
part of the annual tonnage of dry beans. 
Small White beans considered especially 
suitable for canning have moved at $8.10 
per 100 pounds, with regular run quoted 
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at $8.00. Pink beans have also advanced 
in price, sales having been reported at 
$7.00 to $7.10. 


TOMATOES—The tomato market con- 
tinues to show added strength as it be- 
comes increasingly evident that this 
year’s canned pack in California will be 
well below last year’s figures. Tonnage 
delivered to canners to October 5th 
amounted to but 1,635,657 tons, against 
1,972,052 tons a year erlier. Heavy rains 
have fallen in some of the growing dis- 
tricts and deliveries to canners have 
fallen off. Precipitation for the season 
to date at Santa Rosa, an important 
growing center, has reached 6.57 inches, 
against a normal of .83 inches. Some 
canners have withdrawn prices for the 
time being and revised lists are promised. 
Prices on tomato juice have been ad- 
vanced with those of a featured brand 
now as follows: No. 300, $.97; No. 2, 
$1.22%; No. 46 oz., $2.55, and No. 10, 
$4.90. Prices on 12-0z. catsup have been 
advanced by some to $1.70 for 14 oz. and 
$9.50 for No. 10, with tomato sauce now 
quoted at 80 cents for buffet and $8.00 
for No. 10s. 


CARROTS—tThe canning of carrots in 
some Pacific Coast districts is getting 
under way and opening lists are making 
an appearance, with considerable busi- 
ness already booked on a S.A.P. basis. 
Fancy tiny whole in No. 308s is quoted 
at $2.40 a dozen, for 12/15 count; extra 
standard tiny whole at $1.80 for 15/20 
count; fancy small whole at $1.95 for 7/9 
count; fancy shoestring $1.22%, and 
fancy diced $1.22%. Dietetic Pack is 
priced at 5 cents a dozen more for the 
No. 303 and No. 2 sizes. The larger con- 
cerns make packs in the 8-oz. size, in No. 
2s and No. 10s, with as many as 17 items 
in the larger size. 


PINEAPPLE—The heavy canning sea- 
son on Hawaiian pineapple is at an end 
and the inventories of some operators in- 
dicate rather large holdings of juice. One 
of these has come out with a new price 
list quoting this item as a reduction, the 
new list offering No. 211 at .72%%, No. 2s, 
$1.07 42, 46 oz. at $2.20 and No. 10, $4.80. 


PEACHES—Elberta peaches are com- 
ing in for increased attention and the 
recent price advances on most items in 
the list do not seem to be slowing down 
sales in the least. Some of the early ship- 
ping allowances have been done away 
with an on top of this advances on almost 
all items in the list have been registered. 
There is a rather wide range of prices on 
fancy halves, especially in the No. 303 
size, with some lots offered at $2.15, but 
others held at 25 cents more. Only a 
short time ago No. 24 fancy halves were 
to be had at $3.10 a dozen, but it is now 
difficult to locate any for less than $3.20, 
with most sales well above this price. 
Numerous sales are reported at $3.50, 
with choice at $2.90. 


CLINGS—tThe early shipping allow- 
ances on cling peaches have been taken 
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off, but price lists are about the same as 
in recent weeks. The pack is somewhat 
smaller than was made last year but the 
carryover into the new season is larger, 
so the industry is girding itself for some 
real work. Hand in hand with this are 
plans for reducing the acreage. Sales 
during the week have been reported at 
$2.90 for fancy No. 2%s, $2.50 for choice 
halves and $2.45 for standard halves. 


SALMON—Final figures on the pack 
of canned salmon in Alaska have been re- 
leased by Federal officials, with this 
placed at 2,448,924 cases, or close to a 
record low in recent years. In 1955 it 
amounted to but 2,387,138 cases. The 
pack by species was: King salmon, 
46,230 cases; red, 746,996; pink, 736,096; 
chum, 828,695; and coho, 90,907. The pack 
of red salmon was larger than that of 
pink, the first time this has been the case 
since 1953. 


NORTHWEST FRUIT PACKS 


The 1957 packs of canned peaches and 
purple plums in the Northwest were the 
smallest in recent year while the pack 
of canned blackberries showed a sharp 
recovery from last year’s reduced pro- 
duction, according to a report of the 
Northwest Canners and Freezers Asso- 
ciation. 


The pack of canned freestone peaches 
amounted to 371,162 actual cases or 308,- 
952 cases 24/2'% basis, the smallest pack 
since 1951 and a reduction of 62 percent 
from the 1956 record production. Severe 
freezing conditions in the Yakima area 
in early February have been reported as 
the principal cause of the reduced pack. 


The pack of canned purple plums 
totaled 1,034,374 actual cases or 893,257 
cases 24/2% basis, the smallest pack 
since 1948 and a reduction of 57 percent 
from the 1956 production. The falldown 
in the pack has been attributed to un- 
favorable weather conditions during the 
pollinization and ripening periods this 
year. 


The pack of canned .blackberries re- 
sulted in 231,146 actual cases or 171,660 
cases 24/2 basis, the largest since 1953 
and an increase of 72 percent over last 
year’s short production. The 1956 pack 
was reduced due to severe freezing con- 
ditions during the winter of 1955-56. 


FLAVOR RESEARCH 


“Flavor research is the most important 
competitive tool left to food manufac- 
turers today,” according to Dr. Raymond 
Stevens, president of Arthur D. Little, 
Inc., Cambridge, Mass., one of the na- 
tion’s oldest and largest private research 
firms. 

Dr. Stevens stressed this fact at a 
press conference in Chicago, October 14 
in connection with a day-long Flavor 
Symposium at the Sheraton Hotel spon- 
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sored by his firm for more than 200 food 
company research scientists. 


At the Symposium experts in the field 
of flavor research discussed what chem- 
icals make up the flavor of many popular 
foods, such as strawberries, milk, cheese 
and citrus fruits. 


In taking strawberry flavor apart 
chemically, for instance, Dr. Max J. Win- 
ter, of Firmenich, Inc., in Switzerland, 
reported that more than 35 odorous sub- 
stances contribute to strawberry flavor. 


Surprisingly, Dr. Winter found that 
hydrogen sulfide—that smells like rotten 
eggs—is one that is in the delicate flavor 
of strawberry in minute quantities. 


Other contributing factors to straw- 
berry flavor, according to Dr. Winter, are 
butyric acid, which resembles the charac- 
teristic odor of rancid butter, and caproic 
acid, which smells goaty. Yet when all 
the compounds are -put together and 
diluted the result is natural strawberry 
flavor. 


Dr. Winter’s research also contained a 
note for chefs: When strawberries are 
crushed in an open container, the finest 
flavor is developed in the course of a 
minute; after as little as five minutes a 
definite deterioration of flavor is noted, 
and after 10 minutes the alteration is 
marked. 


In the area of citrus flavors Dr. Wil- 
liam L. Stanley, of the U. S. Dept. of 
Agriculture pointedly illustrated the pos- 
sible impact flavor research may have on 
the food industry’s economy by possibly 
cutting processing costs. His research 
has shown the possibility of eliminating 
one step in the commercial concentration 
of frozen juice by the addition of certain 
flavor properties found in the orange 
peel. 


Representatives of the dariy industry 
who presented papers at the Symposium 
were: Dr. Stuart Patton, a dairy scien- 
tist from Pennsylvania State University, 
and Dr. Harold W. Jackson, of Kraft 
Foods Co. 


Dr. Patton reported that research on 
milk has discovered some of the chemical 
compounds that cause off-flavor. He also 
commented that the principal “animal- 
like” odors in milk come through the 
cow’s lungs, into the blood, and ultimate- 
iy the milk. 


Dr. Jackson reported that the aim of 
research on cheese flavor is to obtain 
basic information on the origin and com- 
position of cheese flavor with an eye to 
a synthetic. A possible result, he said, 
may be that cured cheeses can be made 
overnight — without going through the 
long aging process. 


Other speakers at the Symposium 
were: Loren B. Sjostrom, head of the 
A.D.L. Flavor Lab, which has pioneered 
research on taking flavor apart; Dr. Al- 
fred Weitkamp, of Standard Oil of Indi- 
ana; and Dr. Joseph Corse, of the U. S. 
Dept. of Agriculture. 


October 21, 1957 


Now— 
@ master guide to 


FOOD 
STERILIZATION 
BY HEAT 


NOW—to help you 
gain top food quality 
at lowest processing 
costs—two leading au- 
thorities have prepared 
this complete guide to 
efficient heat steriliza- 
tion. They bring to- 
gether proven tech- 
niques, calculations, 
and essential informa- 
tion in a_ practical 
handbook never before 
aviilable to workers 
in the food industry. 
From it you can readi- 
ly determine the best 
system, heating temperatures, and time re- 
quired to economically sterilize any kind of 
food in any shape container. 

For clear-cut, profitable answers to prob- 
lems of preserving foods by heat, turn to 
this new, exhaustive authority on heat 
sterilization. 


Just Published 


STERILIZATION IN 
FOOD TECHNOLOGY 


Theory, Practice, and Calculations 


By C. OLIN BALL 
Professor and Research Specialist in 
Food Technology, Rutgers University 


and F. C. W. OLSON 
Associate Professor of Oceanography 
Florida State University 


654 pages, 160 illus., $16.00 


W ITH this detailed information on thermal 
preservation of food, technologists can 

insure superior food quality, reduce canning 

costs, and achieve uniformity of product. 

The book develops and illustrates the use 
of mathematical methods for predicting the 
destruction of both unwanted organisms and 
undesirable qualities in food. Formulas, rule- 
of-thumb procedures, and nomogam tech- 
niques of evaluating food-processing systems 
are clearly explained. 

With the inevitable future application of 
other forms of radiant energy to bacterial 
destruction, this volume is a definitive guide 
and reference point for everyone in the field 
of food preservation. 


SEE THE BOOK 10 DAYS FREE! 
McGraw-Hill Book Co., Dept. CTR-9 
327 W. 4lst St., New York 36 
Send me Ball and Olson’s STERILIZA- 
TION IN FOOD TECHNOLOGY for 
10 days’ examination on approval. In 
10 days I will remit $16.00, plus few 
cents for delivery, or return book post- 
paid. (We pay for delivery if you 
remit with this coupon; same return 
privilege.) 


For price and terms outside U. S., 
write McGraw-Hill Intl., N. Y¥. C. 
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—§SMILE AWHILE—— 


There is a saving grace in a sense of humor 


Contributions Welcomed 


A man who never tells a lie has little consideration 
for his wife’s feelings. 


One good thing about always telling the truth is that 
you don’t have to remember what you said. 


- - 


Success is the ability to make more money to meet 
obligations you wouldn’t have if you didn’t have so 
much money. 


The trouble with those “all-expense’”’ tours is that 
they usually are. 


DESIGNED AND MANUFACTURED BY 
Sign in Miami Beach: “Keep Florida Green—Bring 


Piedmont Label Co., Ine. 
-BEDFORD,VIRGINIA. Phone 2311 
Young lady after her fifth martini: “I certainly 


feel a lot more like I do now than I did when I first 
came in.” 


To assist you— 
Virus victim: “I’m so full of penicillin that if I 
Readers will find the Where to Buy sneeze, I'll cyre someone. 

Section helpful in locating firms to _- ~~ 


1 ific needs. 
Learn from others’ mistakes—you haven’t time to 


make them all yourself. 


Consult these advertisers 


An executive is a man who goes around with a wor- 
ried look on his assistants’ faces. 


IT’S So Easy To Place — 


If you don’t drink; smoke or run around with girls, 


A Classified Ad cheer up. Nobody's perfect. 


ay aae. Just Mail a Card The awkward age: when junior’s too young to be 
ay With Your Message on it left alone but too old to be left alone with the sitter. 


or Phone PLaza 2-2698 ee 
T H E C A N N | N G T K A D b A parking lot is where you pay 50 cents so you won’t 


20 S. GAY STREET, BALTIMORE 2, MD. get fined a dollar while you buy a 25 cent soda that’s 
worth a dime. 
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